Abstract-In the face of growing worldwide interest in corporate social responsibility (CSR), this paper explores how CSR factors influence customer satisfaction and loyalty and whether the moderating effects of corporate image in the relationships between CSR and customer satisfaction and customer loyalty are or not. There may be the difference of perceptions of CSR between consumers of developing and developed countries. This study used structural equation modeling (SEM) to test the hypotheses. The findings show that CSR positively affects customer satisfaction and loyalty, and customer satisfaction positively affects customer loyalty. The importance order of CSR factors is as follows: consumer protection, philanthropic responsibility, legal responsibility, ethical responsibility, economic responsibility, and environmental contribution. The moderating effect of corporate image in the relationship between CSR and customer satisfaction is identified. Thus, managers should put CSR factors into action in the perspective of consumers, which will encourage customers to perceive the firms more favorably. The conclusion draws implications for marketing practice and future research.
I. INTRODUCTION
To date, corporate social responsibility (CSR) has primarily been treated as a corporate issue. The majority of the literature on this topic takes a management perspective. It discusses how companies can best respond to specific demands of largely external stakeholders, which CSR initiatives enhance corporate performance, and what motivates companies to become engaged in CSR [1] . A survey shows that 76 percent of executives believe that CSR contributes positively to long-term shareholder value, and 55 percent agree that the sustainability helps their companies build a strong reputation [2] . In addition, the degree of CSR level can display the whole performance of the company and what kind of this company is. It is very popular international tide and economy ways. Indeed, CSR efforts are driven not just by ideological thinking that corporations can be a powerful and positive force for social change, but more by the multi-faceted business returns that corporations can potentially reap from their CSR endeavors [3] .
Similarly, CSR can be an important factor in the progress of Chinese economic market. China has also recognized its importance either legally or by national policies since the year 2006 [4] . This paper attempts to understand the level of consumer perceptions related to CSR in China by criteria for evaluating social performance of business firms. The social performance varies along a continuum that ranges from compliance-acting to avoid adverse consequences, to conviction-acting to create positive impact. The continuum also varies in commitments to four criteria for evaluating social responsibility practices: economic, legal (environmental contribution and consumer protection), ethical, and philanthropic [5] .
The purpose of this study is to identify how CSR influences customer perceptions of customer satisfaction and customer loyalty, as well as the importance order of CSR factors in China. It is also to examine the moderating effects of corporate image in the relationships between CSR and customer satisfaction and customer loyalty.
II. THEORETICAL BACKGROUND AND HYPOTHESIS

A. Corporate Social Responsibility
The World Bank defines CSR as "the commitment of business to contribute to sustainable economic development working with employees, their families, the local community, and society to improve their quality of life, in ways that are both good for business and good for development" [6] . Kotler and Lee [7] defined CSR as "a commitment to improve societal well-being through discretionary business practices and contributions of corporate resources". CSR activities are broadly conceptualized as the company's status and activities with respect to its perceived societal obligations [8] , [9] . In the words of Campbell [10] "CSR sets a minimum behavioral standard that aims at doing no harm to stakeholders and if it has happened then rectifies it as soon as it is identified".
Consumers evaluate companies as well as products in terms of CSR, whereby negative CSR associations are more influential and have a more detrimental effect than positive ones. However, positive associations do boost company and product evaluations [11] . The influence of CSR on consumers' purchase intentions is more complex than previously thought, in that CSR can affect purchase intentions directly or indirectly.
Thus, the theoretical and empirical evidence has suggested that CSR activities in consumers' evaluation situation that are perceived more positively lead to higher customer satisfaction and loyalty. This study focuses on CSR activities in China, such as philanthropic, ethical, legal, and economic responsibility, environmental contribution, and consumer protection.
Ki-Han Chung, Ji-Eun Yu, Myeong-Guk Choi, and Jae-Ik Shin [12] underlined that satisfaction is not inherent in the product or the service itself but, instead, satisfaction primarily consists in the consumer's perceptions of the attributes of the product or service as they relate to that individual. Thus, different consumers will express varying levels of satisfaction for the same experience or service encounter [13] . In the marketing literature, customer satisfaction has been recognized as an important part of corporate strategy [14] and a key driver of firm long-term profitability and market value [15] . Thus, it is expected that CSR is positively related to customer satisfaction.
 H1: Customer's perception of CSR positively influences customer satisfaction.
C. Customer Loyalty
As customer loyalty is considered a vital objective for a firm's survival and growth, building a loyal customer base has not only become a major marketing goal [16] , but it is also an important basis for developing a sustainable competitive advantage [17] (Dick and Basu, 1994 ). Understanding loyalty cultivation or retention is thus considered to be a key element in delivering long-term corporate profitability [18] , [19] as profits can be increased over the lifetime of a customer through his/her retention [20] .
Prior research has demonstrated that CSR has an important impact on consumers' attitudes, purchase intentions, consumer-company identification, loyalty, and satisfaction. Initial studies indicate that consumers take a firm's commitment to CSR initiatives into account when evaluating companies and their products [21] .
It is widely agreed that customer satisfaction leads to customer retention [22] , purchase intentions [23] and word-of-mouth [24] . Thus, it is expected that CSR and customer satisfaction are positively related to customer loyalty.
 H2: Customer's perception of CSR positively influences customer loyalty.  H3: Customer satisfaction positively influences customer loyalty.
D. The Moderating Effect of Corporate Image
Nguyen [25] defines corporate image as consumer's response to total offerings and is related to business name, architecture, variety of products/services, tradition, ideology, and to the impression of quality communicated by each person interacting with the organization. Previous research indicates that having a favorable corporate image and reputation can provide a company with a distinctive and credible appeal, as well as a more effective form of differentiation and a source of competitive advantage. It is believed that corporate image is not just a matter of window dressing but a reliable indicator of whether a company will survive in the future [26] .
According to Dowling [27] , the attributes of corporate image and reputation give rise to two classes of factors: one is more factual in nature including corporate capabilities and financial performance while the other is a more emotionally driven such as social accountability and the distinctiveness or personality of the organization. A societal marketing program and corporate communications can create positive consumer attitudes toward corporate image [28] . Companies can craft powerful, compelling images that appeal to consumers' social and psychological needs [29] (Kotler and Keller, 2012) .
 H4: The effect of CSR on customer satisfaction is greater for high group of perception of corporate image than for low group.  H5: The effect of CSR on customer loyalty is greater for high group of perception of corporate image than for low group.  H6: The effect of customer satisfaction on customer loyalty is greater for high group of perception of corporate image than for low group. The hypothesized relationships we investigate are shown in Fig. 1 . 
III. METHODOLOGY
A. Data Collection
The questionnaire was originally developed in English and was translated into Chinese. It was then back-translated by a second bilingual person to ensure greater equivalence of meaning. Both translators were professionals in their fields. The survey included perception of CSR factors, corporate image, customer satisfaction, customer loyalty and demographic information.
For the data collection, web-based survey through e-mail and social networks was conducted in Liaoning, Beijing, Shanghai and Shandong province of East of China. The participants were asked to respond to the survey questionnaires based on their most recent experiences. The online survey form was distributed to 500 participants. A total of 276 usable responses were collected from the 500 participants, producing a response rate of 55.2 percent.
B. Questionnaire Development
All items used in this study were measured on a seven-point Likert-type scale (1= strongly disagree and 7= strongly agree). The survey questions are presented in the Table I. 
IV. HYPOTHESIS TESTING
A. Sample Profile
Constructs
Measurement items Authors
Philanthropic responsibility
B. Validity and Reliability of Measures
All confirmatory factor loadings exceeded the accepted level of 0.5, and all factor loadings were significant at the level of 0.01 [30] (Anderson and Gerbing, 1988) . Furthermore, average variance extracted (AVE) of all constructs exceeded the recommended 0.5 threshold [31] (Hair et al., 1998). Discriminant validity was also assessed by comparing the AVE with the squared correlations between the two constructs was less than the AVEs, which suggests that the constructs were distinct [32] (Ha, 2012) . 
V. CONCLUSION
In the following sections, we discuss the implications of our findings in the Chinese CSR setting. We also identify some limitations of current study and suggest topics for future research. This study contributes to an overall understanding of CSR level in China by examining a nomological network of constructs leading to customer loyalty. Building a loyal customer base is an important foundation for developing a sustainable competitive advantage through customer satisfaction. This study examines whether CSR factors can play a role in enhancing customer satisfaction and loyalty or not in China. This study also investigates the moderating effects of corporate image in the relationships between CSR and customer satisfaction and loyalty.
Several theoretical and practical implications arise from these findings. First, environmental contribution and consumer protection were added to Carroll [33] 's CSR constructs (economic, legal, ethical and philanthropic responsibilities) in this study. This is because many Chinese people are concerned with environmental contribution and consumer protection recently. This study shows that CSR positively influences customer satisfaction more than customer loyalty and consumer protection is the most important factor of CSR while environmental contribution is the least factor. It is necessary to educate consumers on the importance of environmental contribution.
Second, the moderating effect of corporate image in the relationship between CSR and customer satisfaction is identified. It is important that the higher the level of corporate image is CSR has a positive effect on customer satisfaction more. Customer perception of corporate image is important and has consequences for customer satisfaction. Customer expectations towards CSR activities lead to stronger evaluations of corporate image. Therefore, firms should ensure that they proactively maximize their CSR budgets. Firms may consider their involvement in some CSR initiatives such as community and environment support and customer relations. In order to increase customer intentions for repeat business, firms' involvement in CSR activities tend to increase favorable attitudes of their customer which results in behavior disposition.
Third, while firms have an obligation to promote social welfare and to behave as good corporate citizens, it is important that they spend the resources allocated to CSR initiatives in ways that yield optimum benefits to society as well as to the stakeholders of the company.
Fourth, China's rapid economic growth has sparked considerable interest in the many countries. Recently Chinese consumers have taken more interests in the companies' CSR activities. CSR has primarily been treated as a corporate issue while CSR initiatives enhance corporate performance. Because Chinese economy has already played a crucial role as growth engines of global economy, its CSR policy is more likely to influence foreign companies' activities. Thus, in order to survive and succeed Korean firms should understand how Chinese consumers perceive CSR activities.
The findings of this study should be interpreted with caution because there are some limitations. First, this study has the limitation of being a cross-sectional research design. With a cross sectional design, the implications of customers' changed attitude on CSR activities over time would not be detected. A longitudinal and qualitative study would provide further theoretical details underlying the findings of this study.
